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4 
Introduction 
 
In 2012 the EU commision for research and innovation initiated a wide initiative named 
“women in research and innovation”, with a campaign named “Science: It’s a Girl 
Thing”. Aimed at girls from 13 to 18 years old, the campaign seeks to encourage girls to 
choose careers within natural science and related research. This is done through a 
number of approaches, from dialogue between peers and students, to general 
informative links, events and contests. A part of the campaign was also to reflect a 
certain image, in part to counter the stereotypical assumptions in regard to women 
working and/or studying natural sciences that were perceived as an issue. The launch 
video from the campaign gathered criticism(Rice, 2012) and went viral as a consequence 
of the criticism. Still as we can garner from the site, what is written and from the 
pictures posted, they still try to change the image. 
 
The purpose of the project is to conduct a reception analysis of the campaign within the 
stated target group, to analyze the interpretation of the communication product defined 
as the launch video, and the internet website, and its potential level of effectiveness. 
Therefore, we have chosen girls within the planned target group, to examine their 
current view on girls in science and the reception of the EU commission's campaign in 
relation to this. To achieve this, the project adopts a qualitative methodology, where two 
focus groups have been selected for semi-structured interviews, which will be coded and 
analyzed by utilizing a multidimensional model of audience reception proposed by Kim 
Schrøder (2000, 2003, 2014).  
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Problem Area 
 
The field of natural sciences have both from a historic and contemporary perspective 
struggled in general with communicating with the general public. This is due to both the 
complex nature of the scientific method and the often even more complex findings and 
results that comes with it (Nisbet & Scheufele, 2009, Halkier 2015). While science and 
its material in itself presents a challenge to transmit to the public, research indicates 
that there is a lack of effective forms of communication between the scientific 
community and the citizens which it attempts to reach. The consequences are a 
noteworthy scientific illiteracy in the populations of even the developed countries as well 
as a the lack of public engagement, both in terms of career and educational choices and 
overall interest in science (Nisbet & Scheufele 2009, Halkier 2015).  
 
Furthermore, while this applies to the public in general, one segment of the population 
in most countries stands out educationally and career wise as having the least 
participation and most negative personal attitude on average, towards the field of 
natural sciences, namely the young female segment. Outdated research has pointed to 
arguably unscientific and rather discriminatory biological explanations for this social 
phenomenon. Contemporary literature describes complex, potential underlying causes 
such as gender stereotypes and misconceptions of the concept of science and its 
participants as being the root of the issue. This could explain the unequal numbers of 
men and women who choose the scientific environment as their primary path in 
education and career (Blickenstaff 2005, Hacker 1990, Mellström 2009). 
 
While the issue is arguably complicated, modern research points to the shift in 
perspective from examining biological or intelligence related differences in girls and 
women to instead investigating problems within the perception of science in itself. 
Gender roles, societal norms and the social perceptions of science as a primarily male 
field have been argued as to be some of the main causes of why men are still represented 
far more in the area of natural science than women. Even though virtually all studies 
6 
show no notable differences between men and women in terms of capability and 
competence in the subject (Blickenstaff 2005, Baker & Leary 1995).  
 
(Nisbet & Scheufele (2009) argues that generally there is a consent regarding the 
scientific-public relation that: 
 
”One can detect a growing recognition that effective communication requires 
initiatives that sponsor dialogue, trust, relationships, and public participation across a 
diversity of social settings and media platforms. Yet despite notable new directions 
many communication efforts continue to be based on ad-hoc, intuition driven 
approaches, paying little attention to several decades of interdisciplinary research on 
what makes for effective public engagement (pp.1767)” 
 
While this argument is applied to the public engagement in science on a general level, 
this project aims at investigating the relevance for this perceived failure in 
communication, in relation to the segment of young girls, as this group appears to be the 
most significantly distanced from natural science. As the communication between the 
scientific community and young girls is centered as the focus of the product, and as 
modern communication research points to a dialogical relationship between 
communicator and recipient as being necessary to achieve any form of progressive social 
action, the project chooses to focus on the audience’s reception and interpretation of the 
communication material to analyze to which degree it is effective in positively 
influencing the discourse surrounding the central subject of women’s role in science, 
and thus create motivation and comprehension amongst its target group. 
 
Research Question 
 
 How is the campaign: “It’s A Girl Thing” perceived and interpreted by its target 
group, and how are they influenced by it? 
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Methodology 
 
The object of our analysis is a campaign, conducted by European Commission from 
June 2012 “Science: it’s a girl thing”. As the European Commission themselves admitted 
in the interview given on the day of launching the campaign that their main goal is; “to 
attract young women to research careers in order to increase the total number of 
researchers in Europe” (European Commision, seen 09/12-2015). They also indicated a 
number of problems, which caused the lack of women presence in science and argued 
that their campaign intends to deal with the stereotypes, which affect the image of 
science. Therefore, to analyze how effective the campaign was, we intend to examine not 
only the reception of the campaign by the target audience, but also their attitude toward 
science and more specifically women in science, to see whether the campaign is dealing 
with the right stereotypes, in the right way. 
 
This study is aimed to examine the perceptions of the “Science: it’s a girl thing” 
campaign by its target audience regarding the comprehension of and identification with, 
the message, position towards it and the possible influence in terms of effectively 
altering the perception of the target group. The purpose of this chapter is to describe the 
research methods and designing the procedure of collecting and analyzing data 
techniques and its relevance to the study, as well as explaining the sample selection. In 
order to achieve the goals specified above, this study is using qualitative method, in 
particular focus groups and to a small extent individual interview approaches which are 
combined. By firstly and primarily using focus groups, we are identifying a range of 
opinions, meanings and perspectives, and by the individual interviews, we attempt to 
further establish a context for our sake as analysts. 
 
As Mason states; qualitative research is “grounded in a philosophical position which is 
broadly ‘interpretivist' in the sense that it is concerned with how the social world is 
interpreted, understood, experienced or produced” (Mason, 1996,p.4). Qualitative 
researchers study things in their natural settings, attempting to interpret phenomena in 
terms of the meanings people bring to them (Denzin and Lincoln, 1994: 2). It enables a 
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holistic perspective, as it assumes studying the subject as a whole and complex 
phenomenon, which gives more opportunities for studying nuances and complexities. 
Qualitative method is very broad and differs significantly depending on culture, setting 
and/or the study subject. There are numerous approaches in qualitative studies: case 
studies, in-depth interviews, focus groups, observation, text studies, etc. They all, 
however, share a number of features. 
 
In any qualitative research, almost nothing is taken for granted or predefined, as one of 
the main ideas of it, is to give a word to those, who are studied. It is also essential for the 
qualitative research, that the subject is studied as a whole experience and not as 
separate variables. As Ely et al (1991) points out; “qualitative research, then, has the 
aim of understanding experience as nearly as possible as its participants feel it or live 
it”. 
 
Qualitative research is focusing on describing and understanding phenomena. Normally 
it includes detailed description of context, process and participants. In our case it is 
relevant to do the study around the campaign itself, as well as its context and the subject 
of science communication. It, however, appears less important to establish an 
understanding of the background of the people we interview, as the goal is to generalize 
and we are only interested in the meaning they construct, it goes beyond the scope of the 
paper to do an exhaustive cultural study on their background other than that they fit the 
target group. 
One of the challenges in qualitative research is its emergent design. Which means, that 
even though the general interview theme, as well as main questions can be structured in 
advance, the whole research design cannot be completely specified. Understanding 
evolves through the processes of data collection and analysis. Which requires close 
attention, flexibility and capability to react and improvise from the researcher. However, 
this challenge is one of the biggest advantage of qualitative method, as it allows 
exploring interesting, important, new or unclear ideas on more detail. 
 
Qualitative research has ‘it's’ reasonable limitations that should be taken into 
consideration. First of all, due to the subjective nature of the method the problem of 
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reliability is a major criticism. Thus, generalizations of any kind cannot be made with 
confidence to a wider context. Secondly, the researcher and his/her presence has a 
significant effect on the study, therefore any qualitative research should be conducted 
through critical, self-reflexive enquiry. Other difficulties may include the demand for 
resources (time, money, etc.) consumption or searching for the respondents, etc. 
 
Focus groups is a qualitative method that involves gathering a group or a number of 
groups of people to discuss a certain issue in a presence of moderator in order to collect 
data. The focus group method is thought to be useful to discover participant’s meanings 
and ways of understanding. According to Connelly(2015), the nature of focus groups is 
“a structured conversation addressing a topic that can be viewed as a social issue or a 
problem that could benefit from the discussion of the participants.” (p.269).  
 
Morgan admits a significant usage of focus group method, whether along with or 
combined with other qualitative or quantitative techniques in past decades (Morgan, 
1996). He compares this method to individual interviews and surveys in order to show 
its specific advantages and disadvantages. Although individual interviews allows to 
produce more ideas, “the real strength of focus groups is not simply in exploring what 
people have to say, but in providing insights into the sources of complex behaviors and 
motivations” by interaction (Morgan & Krueger 1993). Brown states that the purpose of 
a focus group is to gather information based on the participant interactions and that it is 
necessary to avoid leading questions while still providing guidance to the topics 
discussed (Crabtree & Miller, 1999). Interaction also allows participant themselves to 
compare their ideas and talk about it. 
In our case, it is relevant as we aimed to see the discussion around the campaign and the 
topic of science, so how participants as a group perceive message and create a meaning 
of the science and a role of women in it. The selection criteria for our focus groups 
participants is mainly gender and age, as we want to examine the same target audience 
as the “Science: it’s a girl thing” campaign has. Therefore, our participants are 
elementary school girls, from the average Danish schools. However, we do realize that 
we also adding geographic criteria to the campaign’s target audience, which means that 
cultural background should be taking into consideration while analyzing results, but in 
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this the case of this project a thorough analysis of the this goes beyond the boundaries of 
the project. 
 
While planning the design of research using a method of focus groups and to an extent 
individual interviews, several points should be taken into consideration. Morgan 
distinguishes project-level (standardization, sampling and the number of groups) and 
group-level design issues (level of moderator involvement and group size). Focus group 
should be homogenous, consists of 6-10 people and should be conducted in formal 
settings (Morgan, 1996). The size of the group and the level of moderator’s control over 
the discussion should complement research purpose. We are doing 2 focus group 
interviews, 6 participant in the first and 4 in the second. Our focus group and individual 
interviews follow a semi-structured format. Thus, the interviewer has a developed 
strategy on the topics, which should be covered, a number of prepared questions, and 
the approximate structure of the conversation.  
 
The focus group interviews start with the questions about participants’ thoughts about 
attitudes towards science, the role of women it in and follow up with showing the 
campaign itself and its elements after that the interactive discussion around it begins. 
Here, we decided to first show campaign’s teaser, which is supposed to address certain 
stereotypes and get the target audience attention to the campaign, in order to see 
whether participants will get interested and/or influenced, as well as to see the 
discussion around the discourse on the central subject matter. Then we are presenting 
the whole campaign to the focus group and letting them explore and comment on it and 
the elements, which they will find necessary to talk. We are also aiming to present them 
the “Profile of women in science” part of the campaign through videos showing women 
working in science, whether or not they will choose it, for the purpose of examining how 
they, as a target audience, will identify themselves with the sender's message.  However, 
the interviewer is also free to follow different paths of conversation that emerge 
throughout the interaction, to clarify and expand on certain points, as well as 
participants are free on discussing over campaign and examining it as a group.  
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Interviews are structured only to a small extent: they will be aimed to clarify personal 
information about attitudes and involvement in science, while the rest of it may consist 
of questions around the topics which will appear to be in need of a deeper 
understanding during the focus group interviews. The level of standardization is high in 
a sense that all the structured part explained above remains the same in both groups, 
however, the interactive discussion and the way it may go is not predetermined. 
 
After gathering and transcribing the data, it should be simplified, classified and 
categorized in order to determine what is significant for the purposes of the study. We 
intend to use content analysis in this study. Patton states, “content analysis, then, 
involves identifying, coding, categorizing, classifying, and labeling the primary patterns 
in data” (Patton, 2002, p.463). Coding starts with close reading and rereading of the 
interview, while making notes and labeling topics, which allows recognizing (“seeing”) a 
significant moment and encoding (“seeing as”) it (Boyatzis, 1998, p.4). As Boyatzis 
states in his paper “Transforming qualitative information: Thematic analysis and code 
development” “you first make the observation that something important or noticeable is 
occurring and then you classify and describe it” (Boyatzis, 1998, p.4). There are no strict 
limitations on what code may be or should look like. Depending on research problem, 
methodology and the data itself it may differ in size and/or structure. However, there is 
a difference in the way they are made. Boyatzis distinguishes theory-driven, data-driven, 
and prior-research driven codes. 
 
The method of analysis chosen for this study is a combination of both the inductive 
data-driven approach introduced by Boyatzis (1998) and the deductive a prior-research 
approach (Crabtree and Miller (1999). Data-driven approach complement the reception 
study, as we aimed to discover a number of attitudes and reactions toward the “Science: 
is a girl thing” campaign, which are not predetermined and can be discovered and 
categorized only through the data itself. The prior-research approach of coding is 
particularly suited in our case, as we have several ideas and themes, which are pre-
established and should be analyzed in the answers of respondent, these are topics 
covering general attitude toward science, science communication, women in science and 
the stereotypes, which exist around this topics. Such hybrid approach allows integrating 
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theory and our own research into coding, as well as leaves enough space for themes to 
emerge inductively from gathered data. 
 
This fits together with the multidimensional model of Schrøder (2000) which is being 
utilized according to the methodology, by applying it to the semi-structured interviews 
where predetermined themes have been incorporated in the interview questions. The 
method for identifying and categorizing the empirical data is adhering to the model, as 
the data is related to five dimensions of analysis, each presenting an analytical concept 
which will be elaborated, which the coding will adhere to.  
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Descriptive Chapter 
 
Women in Science  
Despite significant improvements in the last decades, the problem of women's 
underrepresentation in science sphere, both in the academic and private sector, 
especially at high and stable employment positions remain relevant and has been 
thoroughly investigated in gender, social, cultural and technology studies. This problem 
is mainly addressed as an issue of exclusion or discrimination, which is caused by 
culturally and historically formed image of and prejudices against science and 
technology associated with masculine values (Hacker, 1990; Mellström 2009). Other 
studies, however, argue that unde-rrepresentation is not necessarily the result of 
discrimination in publishing or hiring, but a matter of preferences and choices, as well 
as policies in education, factors surrounding family formation or childcare (M. Goulden 
et al 2011; Ceci SJ, Williams W.M 2010). Ceci and Williams examine a number of 
studies conducted around the topics of discrimination against women in grand funding, 
journal reviewing or hiring and conclude: “Women choose at a young age not to pursue 
math-intensive careers, […]. Females make this choice despite earning higher math 
and science grades than males throughout schooling" (Ceci SJ, Williams W.M, 2010 
p.278). 
 
Besides, cultural issues “that manifest in the behavior of individuals and policies of 
institutions (p.1190)” in relation toward women in science (Handelsman et al, 2005) 
may lead to inequality in rerouting, hiring or publishing within academic field, as well as 
affect women’s decision on whether to enter the scientific sphere in the first place. The 
way in which science is represented in media, popular culture and public sphere (the 
way science communication is organized) may strongly affect the image of science field, 
scientist and their roles. The level of influence of the representation and perception of 
science in literature and films is thought to be high, due to the growing social impact of 
mass culture (Weingart and Pansegrau, 2003).  
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The portrayal of science and scientists is mainly associated with “the role of the 
“conscience of society and science” among the general public” and mysterious or 
dangerous “mad scientist” (Weingart and Pansegrau, 2003), as well as masculine 
attributes. It is, however, not only the image of science in mass culture that matters, the 
overall women representation in media and popular culture creates the meaning of a 
gender and the role allocated to it in the society. “Before girls reach adolescence, the 
time when most begin to develop individual identities and prepare for future roles, 
they are likely to have seen countless media images of women that emphasize feminine 
qualities and urge conformity to traditional stereotypes” (Steinke 2005, p.28) 
 
The lack of women in science field has been a public issue in many Western countries 
(Lagesen, 2007). This have led to a number of projects and communication strategies 
aiming to address the features, which may exclude or include young women into science 
(Cronin and Rogen,1999). Even though Denmark has been considered one of the most 
advanced societies in terms of gender equality, the country is placed second in the most 
recent European Gender Equality ranking (Nielsen 2015), it is still  characterized by 
persistent patterns of vertical and horizontal gender stratification, which lead to the fact 
that the female representation in high and permanent employment positions in the 
science community in Denmark is below the European average (Nielsen 2015). This 
issue seems to concern Danish society, as Danish Council for Independent Research’s 
gave DKK110 million (10% of its total budget for 2014) for an affirmative action 
programs targeting female researchers.(Nielsen, 2015) 
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Campaign  
 
“Science: it’s a girl thing” campaign was released in 2012 by the European Commision 
and is ongoing. The goal of the campaign is to attract young girls, aged 13- 18, into 
science careers and research and therefore, to solve the problem of underrepresentation 
of women in science field (European Commision, 2012).  
The campaign consists of a teaser video, website, Facebook page and YouTube channel.  
The teaser video was used to promote the campaign and address certain stereotypes 
about being a woman in science. The webpage consists of a number of elements: Profiles 
of women in science, which is a video presenting a women in her daily life, hobby 
activities in the science environment; quiz; a photo contest, which encourages 
participants to picture what they think science is; organisations and events, which are 
held within the campaign, and articles about why young girls might be interested in 
science as well as why science might need them, and what kind of a “dream job” they 
may get. On their Facebook page the campaign posts scientific facts and discoveries, 
quotes and announcements about upcoming events. It also gives a link to the “ask a 
scientist” page, with the profiles of women in science from each european country. 
YouTube channel has number of “women in science profile” videos, as well as short 
videos with explanation of different scientific facts. 
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Theoretical and Analytical Framework 
 
Reception analysis  
 
Audience reception theory stems from the divergence in cultural studies from the 
structuralist idea of the fixed meaning of signs in discourses, to the poststructuralist 
notion of a constantly changing understanding of the ‘web of meaning’ that discourses 
consists of (Jørgensen & Phillips 2002, Livingstone 1998). The introduction of the 
theoretical knowledge that the transmission of of meaning in mass media were not a 
vertically structured process, but rather a dialogue between the creator of the message 
and and the receiving audience, gave rise to the idea of an ‘active audience’ as a central 
concept in reception theory (Livingstone 1998). Thus the need for a shift in focus in 
communication study to empirically examine the audience's response to a given 
communication product became significantly more necessary when examining the 
effects of mass media. 
 
According to contemporary scholars in communication studies, every mediated message 
are polysemic in nature. This implies that no message will be interpreted in the same 
manner by all recipients. When discourses around certain themes or signs in a message 
are constructed, it is by the individual interpretations of the involved participants. 
As Schrøder explains:   
 
“‘Polysemy’ is a multiplicity of signification that happens all the time, usually without 
the individual’s conscious awareness, simply because of the inherent 
diversity of social semiosis.”(Schrøder 2000, p.244)  
 
Thus, communication is not a matter of unfiltered transmission of an objectively true 
understanding of the meaning embedded in the text, but must be accounted for in 
relation to the different interpretations that are made by different individuals. This 
theoretical foundation has influenced the way modern communication research is 
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conducted, and is excellently exemplified by Stuart Hall's model of encoding and 
decoding (Hall 1973/1980). 
 
Hall’s ‘encoding and decoding’ 
 
To establish a foundation for a model for audience reception analysis, it is arguably 
necessary, for an epistemological and practical understanding, to briefly touch upon the 
scholarly roots of the theoretical framework surrounding reception studies.  
Stuart Hall was the first to suggest more in-depth explorations of what he calls the 
‘decoding’ aspect of an audience who, in relation to the poststructuralist notion of non-
fixated meaning in texts, could not be ignored when analyzing the transmission of a 
message or text from sender to audience (Hall 1973/1980). His work can arguably be a 
reasonable place to start when attempting to understanding the considerations 
implicated in doing audience research.  
 
Hall suggested in his paper encoding/decoding, that a preferred meaning were encoded 
in a given text which would in turn be decoded by its receiving audience. From this, it 
would be necessary to consider the way the audience ‘unpacked’ the message to fully 
understand the communication process. He formulated the idea firstly around the 
denotations and connotations of the text. While the denotations of signs are, according 
to hall, their practically objective meanings such as a cow being an animal, the 
connotations relies on the interpreter's associations with the given sign, such as the cow 
being a product for food, or a holy animal. The connotations of signs are important, as 
they show that as not all recipients understand the semiotics of the text the same, the 
meaning constructed and thus the discourse surrounding a text is dependent on these 
interpretations. This also suggests that a message does not carry one unambiguous 
meaning but as mentioned, is polysemic and can be interpreted in many different ways 
dependent on the recipient “maps of meaning”, the framework to which the recipient 
relates the text to (Hall 1973/1980).  
 
In spite of the suggested polysemy of a text, Hall explains that it will always carry along 
a preferred meaning encoded by the sender, and that the recipient will exhibit one of 
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three different readings of the text, a dominant, negotiated or oppositional position 
towards the preferred meaning. This means that based on how the recipient interprets 
the text, in relation to the connotations that he or she has with the denotations of the 
signs in the text, the recipient will either accept the preferred meaning, negotiate it to fit 
into his or hers personal map of meaning in some aspects, and reject others, while the 
oppositional reading is when the recipient rejects the preferred meaning (1973/1980).  
 
Hall’s model suggest a social constructivist approach to communication, where the 
audience is seen as participatory in the construction of the meaning of a given text, 
giving the audience a more significant role in communication studies. This bases the 
focus of the researcher in the adaption of the message in the meaning framework of the 
recipient and lays the foundation for the more modern multidimensional model 
suggested by Schrøder, which is utilized in the analysis section of the project.    
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Multidimensional model 
 
Hall's idea of viewing the communication process in a context of a more active audience 
have given way to the thorough analysis of the audience, and has constructed reception 
analysis as being:  
 
“...a form of audience research which explores the meanings and experiences 
people produce as a result of their contextualized encounters with media products 
conceptualized as verbal and visual texts, or discourses (Schrøder 2014, p.1)” 
 
While Hall’s model presents an analytical tool that undoubtedly can’t be ignored and 
has contributed to a completely novel understanding of communication and the creation 
of discourses in media studies, it lacks certain aspects , which have been criticised by 
more recent entries in the field, leading to a proposal of a multidimensional model of 
modern reception analysis (Schrøder 2000). Its focus for analysis is centered primarily 
on the reception of the communicated message, as well as constituting an arguably more 
in-depth and comprehensive tool for analyzing the audience's interpretation and 
perception and the subsequent social construction of meaning drawn from the 
presented text (Schrøder 2000). The theory provides a more practical toolbox of 
concepts that can be utilized when performing field studies in form of qualitative 
interviews. 
It is important to mention that while Schrøders model provides the analytical tool for 
the analysis, the concept of ‘maps of meaning’ which refers to Hall’s idea of how 
recipients perceive a message based on their own connotations is used as the foundation 
for how the interviewees comprehend the general concepts used in the analysis.  
 
Hall’s original idea of a preferred meaning carries along, as suggested by Fiske (1989), a 
fallacy in its argument when adhering to the significance of the preferred meaning of a 
given text, and has been criticised for being unable to answer the question of how you 
can objectively decide any preferred meaning in any text. Studies have shown that even 
if the text carries a very clear meaning and message, there will still occur examples of 
individual recipients who will interpret a message that would normally be defined as 
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common denotations of ideology for example, in a significantly different manner.  This 
has been pointed out by other researchers in the field of media communication as 
Schrøder (2000) explains:  
 
“A given news story may be seen as communicating a particular view on something 
that is hard to miss (even so, reception studies have often found viewers who did miss 
it!) … Epistemologically, the attempt to discover one privileged textual meaning is 
bound to fail, for the simple reason that any decoding, even that of a skilled textual 
analyst, is always already another encoding, that is, a product of the decoder’s 
cultural and communicative repertoires, and therefore marginally or substantially 
different from all other readings.” 
 
From this we can draw the conclusion that since no absolute preferred meaning can be 
defined, the concept of utilizing it as a scientific concept quickly becomes difficult. 
Instead, the researcher must adhere to examining the meaning constructed by the 
audience and by this reverse the process, by attempting to establish a form of 'preferred 
meaning’ from the perspective of the interviews conducted. By this, the process is 
reversed, taking an outset in the intersubjective construction of meaning from the 
perspective of the recipients, thus in a paradoxical way, the decoding of the audience 
becomes the encoding of the product (Schrøder 2000). 
 
As focus has thus shifted from analyzing the product in aspects outside the sphere of the 
interpreters, the qualitative interviews with the audience constitutes the basis of 
empirical data utilized in evaluating the perception of a given media campaign. 
This is where the project partially constructs its epistemological standpoint from. From 
this, the project adopts its methodological approach regarding meaning around a given 
theme, as it is thus constructed socially and intersubjectively by the receiving audience, 
making them the focus for analysis when determining the result of a communication 
product.  
Scrøder’s model consists of a method for coding the data of a qualitative interview 
within the frame of five different dimensions. It is not seen a linear process of analysis, 
but rather as a range of concepts to more precisely determine an audience’s perception 
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and interpretation of a given text (Schrøder 2000). The model places the interpretation 
of a recipient within the five dimensions of comprehension, discrimination, 
implementation, motivation and position (Schrøder 2000, 2003). The analysis is based 
on this model, and utilizes both the theoretical and analytical framework of Schrøder, as 
well as a practical approach by drawing inspiration from the case study by Andersen 
(2012). 
 
Comprehension 
 
The comprehension aspect relates, along the lines of Hall, to the denotations and 
connotations of different themes, concepts and signs within the given text and how the 
recipients constructs an image of what the text is.  As Schrøder (2000) describes it: 
“specific encoded media meanings are differentially decoded denotatively and 
connotatively by audience members according to both macro-social factors (class, etc.) 
and micro-social/situational relations (p.246).” 
 
Schrøder (2000) argues that to fully understand and utilize the comprehension aspect of 
the model it: “...requires an adequate theory of social semiotics that is able to 
conceptualize the generation of meaning across different types of sign, 
and to situate meaning in a social context (p.245)”. 
 
Schrøder (2000) mentions Peirce's theory of signs as applicable in this respect, as it 
emphasises how the comprehension of a text by social actors is determined by its 
comparison to either the encoded message or other actors comprehension. The project 
will 
adhere to this understanding and utilize it in the analysis, fusing the argument with 
Hall’s ‘maps of meaning’ to try and categorize the meaning that the recipients produce 
in relation to the campaign.  
 
As signs and texts are, in a poststructuralist theoretical perspective, by nature 
polysemic, the way that the recipients express themselves in relation to a text can give 
an understanding of the individual connotations that each has in relation the text and 
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how they define and thus comprehend the received message. This gives an impression of 
the individual's subjective first impression and shows how he or she comprehend what 
the message is attempting to tell. By comparing what the sender intends to 
communicate with the comprehensive impression of the recipient, we can get an idea of 
any departures within the denotational and connotational framework of the recipient, 
from the intended message (Shcrøder 2000, Andersen 2012, Hall 1973).  
 
Discrimination 
 
Discrimination refers to the awareness of the recipient in relation to the construction of 
the material which they are viewing. It involves the individual critical stance of the 
communication product in terms of how it is made, in terms of structure, syntax, 
aesthetic and means of persuasion that the message contains, and by analyzing the 
statements of the recipient, it is possible to create an impression of to which degree the 
participants “perceive it as an unquestionable transparent representation of the social 
reality (Andersen 2012 p.216). The purpose is to analyze the both the degree to which 
the audience is critically aware of the message, as well as their aesthetically based 
opinion towards it. This relates to their subsequent position towards it, as a message 
that is viewed in parts or completely as an invalid representation of reality may distance 
recipients from aligning themselves with the intended message. (Schrøder 2000, 2003).  
 
Motivation 
 
Motivation is the recipient's personal interest and involvement in the subject matter. It 
refers to how closely they feel related to the central concept or concepts, as for example 
in the case of this project: ‘science’. Different people may react in opposite ways, 
depending on their own relation to the subject, and the less interest the recipients 
excipits, the more the message will be halted: “The motivation dimension thus deals 
with the ‘link of relevance’ between the reader's personal universe and the universe 
perceived to be presented by the text (Schrøder 2000, p.245)” 
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Putting time into paying attention to a given communication product is according to 
Schrøder, an investment by the audience. The less that the audience feel related to the 
subject matter or the less interest they have in it, the less probable it becomes that they 
will be influenced by it, and that they will take a positive stance towards it.    
 
Position 
 
Taken from Hall’s idea of different reading of a given media text, the concept of position 
adheres to a certain degree to the idea of different stances towards the material. The 
difference is that while Hall’s terminology only refers to three different readings, which 
are ‘objectively’ defined by the analyst, Schrøder argues that from the polysemic nature 
of the text, it is impossible to determine the positions in such a categorized way, as each 
position by a given recipient always will be completely subjective. So instead of utilizing 
three ‘boxes’ as an analytical tool, the analyst must first attempt to discover the 
perceived meaning of the text by the audience, and then analyze recipients opinion 
towards it:  
 
“Through the concept of ‘position’ the model attempts to cover the informants’ 
subjective experience of agreeing or disagreeing with the perspective perceived by the 
informant to reside in the text (Schrøder 2000, p.250) 
 
This is hard to achieve with complete accuracy, and it should be with the awareness that 
it is still only an interpretation of the subjective position of the recipient by the analyst. 
Nevertheless, this can give a relatively detailed impression of the position of the 
recipient, which can then be evaluated in terms of political action, or implementation.  
 
Implementation 
 
Implementation is the subjective perception of the recipient of how probable and and 
which way, he or she regards the material in terms of having influence on their further 
decision making, actions and attitude towards the subject matter that the message 
describes (Schrøder 2000, 2014, Andersen 2012). It is important to emphasize that this 
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does not necessarily refer to direct and literal political action as may be the impression, 
but as Schrøder (2000, pp.251 - 252) describes it when quoting Fiske:  
 
“Not surprisingly, perhaps, John Fiske emphasizes the political value of semiotic 
resistance as a force in itself. Following directly from his argument about polysemic 
readings enabling subordinate audience groups to retain an ‘interior’ sense of 
difference, he claims that the power to be different ‘is a resistive power and one that 
keeps alive the possibility of social change” 
 
According to this view, the argument is that all action is political action. If a 
communication product has the ability to change the perception of a given concept or 
construct in our social reality, then even without direct political action it becomes an 
influence on our daily lives, through subsequent interaction between people. So to which 
degree the recipient deems that he or she would change either her behaviour is just as 
relevant as when they deem it so alter their interpretation of the subject matter 
(Schrøder 2000).  
 
This constitutes the foundation for an estimation of the level of effectiveness of the 
campaign within the target group. The degree to which the recipients deem themselves 
as being influenced enough by the product to change their behaviour or attitude towards 
the subject matter. From the analysis of both their own perceived effect, as well as the 
estimation of their position, the analyst can conclude on the effectiveness of the 
campaign.  
 
Evaluation 
 
In relation to Hall’s model of three readings and positions which are adopted by the 
audience, Schrøder criticizes this model for being too simplistic, by the argument that 
recipients may adopt oppositional positions, but from a subjectively completely different 
standpoint (Schrøder 2000 p.250). This means that position can not be categorized into 
labels that are as clearly defined as Hall presents it: “[...] the ideological implications of 
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audience readings of a media text may be so heterogeneous as to defy one ideological 
verdict” (Schrøder 2000 p.251). 
Position should be seen as being drawn from the concepts of motivation, comprehension 
and discrimination, and as these concepts can all differ from each individual, position 
has to be placed on a broader continuum, where the analyst may attempt to place the 
position, with an awareness that it is his or her’s own interpretation of the recipients 
statements that defines this. This allows for a more detailed investigation into the 
reception of a given communication product. By analyzing the results of an interview 
and determining the interpretations and positions of the recipients, it is possible to 
achieve an indication of the level of potential implementation that the message brings. 
From this can be concluded on the the correspondence between the ‘encoded’ message 
of the sender and ‘decoded’ reception of the audience (Schrøder 2000, Andersen 2012). 
 
It is worth mentioning of course, that in no way is the evaluation of the response 
objective as “[...] what the analyst in effect does on this level is to evaluate audience 
readings not objectively but in terms of his or her personal political analysis of the 
social subject-matter of the message.” (Schrøder 2000, p.251)The evaluation can be 
seen as an estimation of the outcome of the message, still influenced as the analyst is not 
exempt for the ideological, political process.  
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Analysis 
Introduction to analysis 
 
The analysis consists of two focus group interviews within the target group of young 
girls in the ages 13-18. From the coding of the interviews, conducted by utilizing the 
Shcrøders multidimensional model, the aim is to interpret the perception of the 
different relevant concepts of the subject matter within the two groups, and then 
continuing, by analyzing the reception of the video and internet page of the campaign. 
Then the results will be evaluated in relation to the effectiveness in implementing 
incitements for a change in social action, in the target group.  
 
The analysis will be structured by examining one group at a time, and then comparing 
them by analyzing their response within the analytical concepts of comprehension, 
motivation and discrimination to lastly determine their position towards the subject 
matter and the campaign by relating them to six different themes. The implementation 
value in each group will be determined from these results according to the model.  
The groups responses and perceptions are related to the themes that the interviews was 
structured around, divided into two sections, one relating to science and women’s role in 
science as general concepts, and secondly the reception of the campaign: 
 
 Science as a concept 
 A scientist as a person 
 The role of girls and women in science 
 The Campaign  
 The Video trailer 
 The Internet page 
 
Each analytical concept has been applied to each theme in the coding of the interviews 
which is shown in the appendixes. This was done to gain an understanding of the target 
group's perception of the subject matter and their perception of the campaign in relation 
to it.  
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Analysis of Interview 1, Ganløse Skole 
 
The group consisted of 6 female students at Ganløse elementary school aged 14 to 15. 
Ganløse elementary is a public school, that follows the standard curriculums and have 
science included in their classes.  
 
In regards to the definition and the connotations with the subject of natural sciences in 
general, within the group, they were mainly homogenous, with a few exceptions. When 
asked about their perception of science, the girls defined the subject as being related to 
physics, chemistry and biology, doing research and experiments, but showed a general 
uncertainness in defining it more precisely:  
 
(L): “I mean, it is very broad, it can be many things..” 
(N): “Like, it can be natural science, or it can be physics and chemistry”. 
 
When asked, the participants did not elaborate much further.  
One participant emphasized the potential in science, for being something that drives us 
forward, in this case in relation to medicine. Another participant backs up this view, as 
science being something important, but none of the participants elaborated further on 
what science is in general. Science as a concept seems to be a vaguely defined, but it is 
nonetheless seen as essential. Initially it seems that the girls have a lack of knowledge in 
the subject:  
 
“L: I think something like that it is people who research something, something that 
they are interested in, something that you can learn more about” 
 
In regards to comprehension, it seemed that the girls in general had a difficulty defining 
science, but had a general idea. When asked about the difference between girls and boys 
in science, they all agreed that there was a difference, and while initially stating that 
there were more girls that were interested in science in their school, they later 
considered boys to be more associated with science in general. They mentioned it as a 
concept that primarily is heavy and theoretical, and that boys “think more about things”, 
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and were thus more associated with science. An exception was that of biology, which 
several of the participants saw as being about nature, which they associated with the 
forest and animals, which were more associated with girls, and their interest in science 
and thus their motivation were influenced by the this: “(N): I mean, maybe physics is 
more for boys, but i mean nature and that… that.. (L): That is for girls” .  
 
They also mention science and the idea of a scientist as being “nerdy” and “reclusive” 
and more a boy thing in their opinion. In spite of this, they agreed on that a scientist 
were definitely “smart”. 
 
The girls in general showed a relative disinterest in science. This appeared to stem 
primarily from the way that it is communicated in their lessons, commenting on the lack 
of participation possibilities, and the lack of information and relevance to them in terms 
of “real life appliances”, “education choice” and “careers”. Furthermore their motivation 
in the topic were absent as a consequence of their perception that the careers of women 
were not associated with science, and that girls their age were occupied by other things. 
Their motivation in science appeared to be primarily about “people”, “nature” and 
“animals” as well as being practical more than theoretical:  
 
(F): In biology there are just some things that are determined, and can be seen, you 
can go out and see those animals in the nature and stuff like that right?” 
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When shown the video trailer of the campaign the participants responses were mixed.  
In general they perceived it as being “crazy”, “odd” and “making fun” of science. They 
viewed it as presenting science, in a way that didn’t align with what they thought of as 
science. In relation to discrimination, their attitude to how the video presented science 
and girls, they commented negatively on the video, explaining how it didn’t focus on the 
right things in science, both in terms of science itself, and women’s role in it and that it 
didn’t “fit”:  
 
 
(N): I just feel it was very overreacting, like too much ‘pow’ colors and well, yeah.. it 
just seems totally, to place those kind of model types in it, and in the beginning, when 
those three girls come walking over to him, you think that it was kind of porn movie 
like. It didn’t really fit in. 
 
We can from this, see how they not only, do not have much correspondence in their 
‘maps of meaning’ in regards to the objective of the sender in terms of comprehension, 
but also how they find it to be misrepresentative of science and women. They found it 
“shallow” and that girls are just “someone who are not smart, and just walks around and 
look good”. In general, they all agreed that they could not relate to it, as they would 
prefer “normal” women who “knew something about it” to present science to them.  
 
The indication that they on several occasions state, that it doesn’t “fit” and makes use of 
the wrong effects, and that it seems silly, shows, along with their explicit statements 
about their feelings towards the video, that they adopt a primarily negative position 
based on their comprehension and how they discriminate the representations of the 
central concepts in the video. Here it can be concluded that, there is a strong indication 
in the level of implementation in the participants social action, would not be desired 
outcome of the sender, as each girl states that it would not make them interested in 
science, nor do they see the video as a valid representation of social reality.  
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When subsequently shown the website, the participants showed greater and more 
positive interest. When asked about what interested them on the page they pointed to 
the photo contest and an article about what makes science cool as they found it to be 
relatable:  
 
(L): “[...] Both the photo contest and“science is cool” because that might be a little 
    more something for us young people.” 
 
(F): It’s pretty fun to try something yourself in the area of it [Science]  
 
Again, they show a motivation influenced by active participation and knowledge of the 
subject, and in general have a positive attitude towards the site. When shown a video 
from the site presenting a woman who works with science, they all expressed interest 
and found it to be a “better” presentation of science and women in science: 
 
(N): “It kinda gives like.. that she likes it in any case, i mean, like really likes it, and she 
still have time for herself and stuff like that, she is like, normal, like a standard 
woman. 
 
Here we see a better level of comprehensional alignment and more positive 
discrimination. The participants accept the woman in the video as being “a standard 
woman” and finds it interesting and motivating. We can see an indication in how they 
feel a more transparent and realistic representation of science, that it was “useful” and 
how they like what they get to see:  
 
(H): What she is interested in, like in her spare time where she plays guitar” 
 
Most of the participants stated that they definitely found it interesting, and it made 
them: 
 
(S):“Want to see more, listen to the message, and read more” 
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They furthermore emphasized the “dream job” article as interesting, again showing a 
motivation in relation to science and what it can mean for their education and career. 
One participant found it so be “a bit long” and stated that she thought that you might 
need to  
 
(N): “Have your interest sparked, before you would go in and read all that”. 
 
They again showed their perception of science as important as one expressed the 
importance of science in “making a difference”. 
From this, it can be concluded that their position towards the site is very positive, and 
when asked if they would become more interested after looking through the site, they all 
expressed agreement that it would influence them, showing a great level of possibility 
for implementation of the intended purpose of the sender. 
 
Evaluation  
 
In general, the position towards the campaign were positive, but the video generated 
negative responses within all analytical concepts, and thus created a rejecting position of 
the recipients towards the subject matter and the message initially. The representation 
of girls and the connotations that the video associate them with, were seen as irrelevant 
and in some instances, borderline condescending due to its portrayal of women. The 
lack of relation and comprehensional correspondence would categorize the video as 
ineffective in creating any significant political action. The site however, were seen as 
incitement for furthering their interest and perception of science in relation to women. 
From this can be concluded that there is a clear correspondence between the intended 
message of the sender and the reception of its audience, in regards to the site. The 
representation were seen as valid and interesting and thus the ‘political action’ as 
defined by Schrøder (2000), would be possible due to the high level of implementation 
that the analysis indicates. The problem that lies at the outset of the campaign is 
recognized by the participants, and in several instances, we see them express the same 
connotations that the campaign suggests as an issue, that science is not a girl concept, 
and in this respect there is correspondence.  
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Analysis of Interview 2, Holbæk Lilleskole. 
 
The group consisted of 4 female students at Holbæk Lilleskole, all aged 16. 
Holbæk Lilleskole is a private school, which follow an alternative curriculum which, 
although it is included, has less focus on natural sciences. This interview will primarily 
be perspectivated to the first, to gain a broader understanding of the target group 
perception and to discover any eventual divergences. 
 
To a large degree, the reception of the second group in general corresponded to the 
first’s.  
The participants viewed science in largely the same way, as a concept that were related 
to boys which they express consistently throughout the interview, and gave similar 
examples of why they lacked understanding of and motivation in the subject: 
 
(N): “Science is just, well, when you examine how the world actually works, ehm, I 
don’t really have... [...] I don’t have a lot to do with science, i don’t really care about it” 
 
(F): “You just think, that when it is like a scientist, then it’s a man.” 
 
They all saw it as a discipline of “discovery” but expressed several times that as they 
don't have it as a large part of their curriculum, that they lack an understanding of the 
subject.  
 
They also, as the first group, expressed how that the communication of the subject often 
were “boring”, which they saw as the primary factor behind their lack of motivation, and 
thought that if they had “an actual scientist” to teach them science, they would be more 
interested.  
 
While they showed, as the first group, a degree of comprehension, one participant 
summed up their idea of science and a scientist:  
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(F): “We mostly just have a notion of what a scientist do, but we actually don’t have 
any idea about it. What it really is. So it would be really exciting, if we got someone to 
come here and tell about what it really is.” 
 
Also, the issue of “real life appliance” were mentioned several times, indicating that the 
target group does not see the purpose in science, and thus have no motivation in the 
subject as shown by the statement of a participant when iterating on previous 
statements by other participants: 
 
(C): “We don't really feel like bothering with it, because we are not going to use it in 
own daily lives anyway. It feels like it totally doesn't matter.” 
 
All the participants showed similar responses, expressing a lack of knowledge and 
interest, but requesting an valid authority figure, or role model, in science as a method 
of gaining interest. Furthermore, a scientist in their impression were associated, along 
the lines of the first group with similar adjectives of “weird”, “nerdy” and “mysterious”. 
And in regards to women, they saw it as “unusual” that a woman would choose a science 
career and education, and would be more associated with being a “nurse” for example. 
Again we see a correspondence, as in the first group, in the assumption that their 
perception of women primarily does not consists with being a scientist, and one 
participant expressed that a woman would probably not choose science as “[women] … 
think that there might not be a good possibility that I can become one” .  
 
It’s important to emphasize here, the repeating expression in both interviews that, 
motivation and comprehension issues stems from a lack of a qualified role model for 
women in science, as this does not correlate to the video trailer of the campaign, which 
suggest a reason for their lack of positive response to it.   
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In regards to the video, the participants felt primarily negative, but expressed more 
relations than the previous group. In terms of discrimination, they acknowledged that 
the video were relatable to aspects of their lives that were important to them:  
 
(A): “I mean, it’s clear to see that they are trying to reach out to… I mean, that they use 
the women ideals that we have, like make-up.. 
 
(F): “...and high heels” 
 
(A): “...High heels and.. all the stuff that we girls like, and then put it into a laboratory 
where you could see the man sitting, but where the girls came like.. in on their catwalk 
and said, we can do that too.” 
 
Their is a correspondence in comprehension here, in which they agree of the portrayal, 
of young girls to some extent, but this only appeared when they were discriminating the 
video from an outside perspective, as when asked about their own feelings towards it, 
expressed consent that it would not have any effect, as they did not see it as “fitting” 
with science, and furthermore, that they personally did not have very strong relations 
with the types presented in the video, and that they thought that the video were trying to 
reach: (N): “someone, who might be... less endowed”.  
 
While they saw a possibility that “some girls” might be affected positively, they 
discriminated the video as portraying girls as “stupid” and “superficial”, and that the 
video was “kind of ironic”, similar to the previous group, and all stated that it would not 
have an effect on them, thus taking a negative position towards it. When asked about 
what they thought the message were, they explained that they saw it as that the 
campaign was trying to tell them that “good-looking” women can do science too, and 
that it does not have to be “nerdy”, and while this might be the intended message of the 
sender, the girls expressed that they “didn’t care about that”,  and that their incitement 
for science lied elsewhere, as they didn’t think that “they were the type of girls” who 
could relate to that.  
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Again we see a clear indication that motivation for the girls lies in a role model. When 
asked what they think should have been different about the video they replied:   
 
(A): “...If it was some kind of, like serious types, who looked really good, like really 
smart looking…” 
 
(N): “like women who looked like they really cared about it.” 
 
(A): “Yeah, who just knew what they were doing and were just like ‘shopping, 
whatever’” 
 
So even though that there seem to be a correspondence in comprehension to the video 
in terms of that the stereotype exists, they did not see it as being any primary factor. The 
information about science, as well as the need for role models were underlined as the 
most important aspects that they would relate to.  
 
When shown the site, they reacted similarly to the first group, expressing a large interest 
in it and deeming it valid in terms of relevance and representation of science and 
women:  
 
(A): “I mean, at a glance, to our age group, it seems very appealing.” 
 
(N)/(C): “mmh [acknowledging]” 
 
(F): “mmh [acknowledging], i mean there is a lot of colors and at the same time it seems 
very manageable”. 
 
When asked what they found most interesting, they chose the “did you know” and 
“dreamjob” articles, and along the lines of the first group stated that getting to know 
what it actually was would be a motivation for them, as well as what they could use it for 
personally. 
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They found the whole page appealing, saying the “design and titles were good” and that 
they found it “interesting in general”. 
 
As they had mentioned before, science were seen as “nerdy” and the page were also 
described as nerdy, but in relation to the video, where their discrimination seemed to be 
the perception that the video was trying to change that image, they said about the page: 
 
(F): “I mean, i think its really cool that the girls [on the website] are like, i mean 
indifferent about what others think and yeah, yeah it might be a little nerdy, but its 
still cool” 
 
(A): “It’s cool to also have a nerdy side, as you can see there 
 
(F): They can still have their free side but then… 
 
(A): ...then they can still have that nerdy side 
 
This is interesting as we see a clear divergence in comprehension from what they think 
the video is saying. While they perceive the video to express that you don't have to be 
nerdy to do science, which they find irrelevant, we here see that the idea of “nerdy” does 
not have inherently negative connotations for them, as they see it, as the previous group 
as being “determined” which they express is necessary when doing something like 
science:  
 
(A): “… I wouldn’t say that ‘nerdy’ is… it does not have to be negative.. 
 
(F): “No it is not a negative thing.” 
 
(A): “...in science, you have to be a little nerdy and know concretely what it is about.” 
 
(C): “Yeah, you can be nerdy in anything”. 
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Nerdy is seen more as being enthusiastic more than a negative character trait.  
They see nerdy as being very “analyzing” and “contemplative”, while the girls in the 
video, and that “type of girls” were seen as more “spontaneous”, but they also expressed 
that it was just a “difference”. 
Because of this divergence, they seem to take a rejecting position to the video, but 
accepts the webpage, their discrimination is that the effects that the video utilizes and 
the portrayal of women is unnecessary as the girls in the video are ”less endowed”. This 
is further indicated when they were shown the video of a woman scientist in action. 
Here they express a positive position, as they feel that the woman shows “talent” and 
“motivation”, which they see as influencing. Furthermore, the portrayal of the woman 
active lifestyle beside her work gives them a positive impression as they explain that it is 
good that she is not a “loner”.  
 
Mostly they focused on her role in general as a role model, and explained the reason for 
this to be that they were very concerned with their further education, and needed to 
know what science could do for them in terms of careers, which is similar to the first 
group. Information on the subject and role models seems to be their primary 
motivators, and they discriminated the web page being adequate in this, while the video 
‘missed the mark’.  
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Evaluation 
 
From this can be concluded that the results of the first interview to a large degree is 
consistent with the second, with some minor divergences within the two groups. The 
webpage seems to have great potential for implementation in both groups, as their 
positions were both positive in regards to this. The primary motivators seems to be 
better information, participation and role models, to further elaborate on their further 
education and careers.  
The portrayal of the girls in the video is consistently discriminated as being 
condescending, and does not represent what they see as “normal” girls, thus the 
relevance to them is very limited. Furthermore, the idea of that “good looking” girls can 
do science too, and that it does not have to be nerdy to not seem to correspond to the 
participants’ view of girls and the term “nerdy”, as it is not seen as negatively enough to 
be any significant deciding factor in their perception of science.  Thus the foundation for 
providing any  implementation in terms of a change in political action seems to be 
rather positive, as the overall positions the participants in both groups took were largely 
positive, with the exception of the video. 
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Conclusion 
 
When evaluating the analysis, it is clear that there exists a lack of knowledge in regards 
to science within the target group, as shown by both the responses in regard to the 
participants comprehension of the concept, and their own statements when asked. The 
issue was acknowledged, but except for a few statements, the target group expressed a 
general potential interest in the subject, but the lack of motivation came primarily from 
the miscomprehension aspect, as well as a limited perception of relevance to their own 
lives, especially in regards to education and career and finally the lack of relevant and 
valid role models. While the participants acknowledged the disparity between men and 
women in science, they did not perceive any objectively rational conclusions as to why, 
but still expressed  in general, that science were mostly attributed to being a masculine 
discipline. 
In spite of this, the participants did not emphasize their male connotations to science as 
the greatest obstacle for them when discussing their involvement in science, although 
they did acknowledge the existence of them. This indicates that this comprehensional 
aspect relates to the generally negative impression of the video trailer. From the 
perspective of the target group the video focused on applying what the they expressed to 
be an ill defined stereotype of themselves and their peers, as a driving motivator for 
possible implementation. As this definition of their social group were deemed irrelevant 
and diverged from their own subjective interpretation of science, females and the 
combination of the two concepts, they adopted a primarily negative position towards the 
material, and explicitly stated, that because of this discrimination, it would not influence 
them in terms of motivation towards the subject, and thus the perceived goal of the 
sender. Although the target group consistently described science as “nerdy”, and 
expressed how they perceived the video to focus on changing this perception, it appears 
that there is an important divergence for the intended message here, as the term nerdy 
was not seen as a significant obstacle, on the contrary, nerdy were described as, under 
the right circumstances, being a positive quality, which was not a consequence of 
science, but rather a required quality. From this can be concluded that the video would 
not have a high degree of implementation value, as the political action, as defined 
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according to Schrøder, as any social interaction in this case, would not be changed 
according to the reception analysis.  
 
In accordance with the perception of the target group, in terms of motivating factors, the 
website generated significantly more positive results. The consent that role models, 
participation, real life appliance and information were most important aspects that 
would influence their perception, motivation and position were evident here. The page 
were seen as adhering to these principles, as the participants expressed a great interest 
in and discriminatory acknowledgment of the informative aspects of the page, both in 
terms of general knowledge of science, as well as relevance to them in terms of 
education and career. The video which portrayed scientific, female role models were, in 
terms of discrimination, observed to be in accordance with the target groups 
comprehension of ‘normal’ women, and was received as inspiring in terms of relevance 
and further interaction with the subject. This indicates a high level of implementation of 
the perceived message of the campaign in general, as the existing position towards the 
subject matter were positive, and the campaign, despite the video, was seen as a good 
initiative that to a great degree communicated within the frames of comprehension of 
the target group. 
This makes the final conclusion that although some aspects of the campaign ‘misses its 
marks’ in terms of correspondence of comprehension, overall, it shows potential as 
being an effective communication product in advancing the interest and involvement of 
females in science education and careers. 
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Discussion of Findings 
 
The project concludes on a level of effectiveness of the campaign based on a reception 
analysis. While this is useful, as the multidimensional model provides a useful tool to 
extract essential information about audience reception, it still only provides an 
estimation. The coding of the data revealed a larger amount of impressions than the 
boundaries of this project allows to incorporate in the presented analysis, thus the 
analysis contains only what was deemed to be the essential material. A more detailed 
coding and analysis would provide for a more comprehensive result.  Audience research 
is a complex discipline and to gain a better and more precise interpretation of a 
reception, a comprehensive theory of semiotics would arguably be necessary, which goes 
beyond the scope of this project. Furthermore, the issue of women’s 
underrepresentation in science is undoubtedly a broad problem area, that would be in 
need of several perspectives within several disciplines.  
 
A sociological or anthropological cultural study would supply an ethnographic 
background evaluation of the target group, which undoubtedly would  provide 
assistance in conducting a more precise audience analysis. In terms of data, the project 
can only give an estimation of the reception within the focus groups, which is arguably 
not sufficient in providing enough empirical data to allow for any sort of generalization 
on a larger scale. The choice of qualitative data was a situational and pragmatic one, and 
the project would benefit from being augmented by a quantitative study, as it would 
create a result that could be applicable to a wider context and thus have a more 
significant impact. On a communicational level, the indication that the divergence in 
comprehension between the sender and the recipient carries along significant weight in 
terms of the implementation of the intended message. A clear example here is the way 
that “nerdy” is not corresponding effectively with the audience, causing a clear 
dissatisfaction and rejecting position which causes a lack of effectiveness of the 
communication product. This shows that the structure of the multidimensional model 
allows the analyst to ‘connect the dots’ when examining the process of interpretation by 
the audience in a way that allows for a relatively detailed understanding of it. All in all, 
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the area shows great potential for further research in a multitude of academic 
disciplines.  
 
